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Design, brought about by the need for the better formal
resolution of economic, technical and productive links,
has become more and more involved with humanistic
aspects, and has taken charge firstly of functional,
ergonomic and usage demands, to end up becoming an
instrument of social promotion, symbolic projections or
ways of narrating an object.
Nowadays, these functions have become accentuat-
ed owing to market saturation: as far as consumers are
concerned, the simple proposal of a series of goods or
services that no longer correspond to their needs - that,
on the other hand, are currently covered by a large
number of proposals -is not enough, and it is now nec-
essary that they respect a broader set of values, that
they become part of an anthropological project of exis-
tential development and that they encourage a certain
kind of civilisation.
In a discussion carried out recently, the designer Elio
Fiorucci told me of his thoughts and stated that in
future, stock market shares will not perform according
to their technological or financial patrimony, their pro-
ductive potential or their results, but according to how
beneficial they are to society. When the time comes in
which consumers are completely satisfied at the level of
material demands, what will the new factors that deter-
mine their participation and interest be, if not those
that are linked to encouraging new ethical, cultural and
anthropological usage?
A recent sign of this is the importance given to the
role that the corporate identity of businesses has taken
on so as to ensure that their products will be successful.
Some marketing experts maintain that we no longer
buy products, but brands. Product image, its philoso-
phy, the system of values it represents have become
more and more important when assessing what is on
offer. It is not only because of the characteristics of the
intrinsic features of a product, its aesthetic shape, its
reliability and quality that we choose a given product.
It is also because of the fact that it belongs to a given
world and is proof of a certain cultural vision that
is supported and developed by the company it is pro-
duced. Industries are changing and have gone from
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being manufacturers of new artefacts to becoming cul-
tural operators, craftsmen of projects that share the
whole epistemológica!, social, communicative and exis-
tential dimension.
Fashion may well be the sector in which this new
condition of producing industries is most evident. Fash-
ion has always been made out to be a kind of «industry
of the spirit», given that its raison-d'ètre are the cultur-
al contents of the product and not its particular fea-
tures. Fiorucci always pointed out to me that I should
not confuse fashion with the clothes industry and high-
lighted the particular characteristics of communication
in which publicity is the sponsor of cultural campaigns,
as in the case of Benetton or the illustrations of design-
ers' poetic art in women's magazines.
However, the tendency to develop the cultural
dimension of a company in the way it offers products is
a phenomenon that has become increasingly asserted in
every production sphere, and thus design must become
more and more able to respond to this demand.
There is also a new technological event that requires
that companies elaborate and specify their own partic-
ular cultural identity. The development of on-line com-
munications has brought about a new territory which
businesses must form part of, face up to and develop
their own actions in. Every business must have its own
space, that is, a virtual space in which it must present
itself and make it possible to explore its reality. Thus,
web design, an expression which refers to the creation
of sites, cannot be understood to be a communicative
action that can be assigned solely to an expert in graph-
ic design or publicity, but rather as a tool that allows
businesses to interact with the reality they operate in a
richer and more articulated way regarding the forms
experienced until now.
Before on-line communications appeared, their
interaction with society and the use of their goods and
services were carried out in three ways:
• Advertising communication, by means of which
they aimed, in the best of cases, to transmit the
contents of their own cultural policies and their
own identity;
• Product characteristics, with their aesthetic and
functional specifications;
• The way in which they organised their distribution
network (image of sales outlets, services offered,
events organised).
By creating their own site, which is completely mana-
ged by the companies themselves, companies have the
opportunity to develop a global action, not only at a
commercial level, but also at an educational, political
(in the most noble sense of the word) and cultural level.
Their aim is no longer merely to illustrate the characte-
ristics of their own catalogue of products or the type of
services they offer, but they can also articulate in depth
the reasons that spur them to determine aesthetic, tech-
nical and execution options, they can express their own
philosophy and vision of the world. In short, they can
motivate the contribution they wish to make to the
development of material civilisation and the ethical
perspective they wish to follow.
In this sense, the contribution design makes can be
fundamental. If it can be said that it has had the com-
petence not just to design the shape of products but also
to elaborate the sense they are given, nowadays these
actions of cultural projection are no longer confined to
artefacts that have been created, but actually deal with
the company's whole way of being and operating. Their
action must contribute to fulfil a mission, which cannot
only be economic, but must also cover social aspects
and cultural problems.
It is important to point out that the spiritual devel-
opment of a company cannot be separated from the
way it usually operates. The whole company must be
informed and transformed into a learning enterprise, in
the collective mind that some theoreticians of industrial
organisation consider to be the best possible end.
Industry comes across more and more clearly as the
most vital of organisational realities that exist in socie-
ty today. More than political formations, administrative
organisations or parties, industry tends to be the place
where intelligence, projects and the creation of new per-
spectives merge.
Furthermore, there is a second and more radical
event than the one caused by the appearance of elec-
tronic communications, which has lead to the profound
enrichment and growth of its capacity to catalyse pro-
jective energies of society. This phenomenon is what is
referred to as net economy.
This is a new kind of economy that is no longer
based on supply and exchanging goods. From the
beginning, the roles were much clearer: on the one
hand, there were producers and, on the other, there
were users. The economic dynamics were entirely
based on the fact that the former put a lot of effort into
producing goods and services that would be more and
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more attractive for the latter, and the latter, by demand
and consumption would strengthen the dynamics.
Therefore, all forms of creativity were held by a group
that made more and more effort to encourage innova-
tions in the ways of social life by means of a constant
proliferation of proposals. Innovations in consumption
responded to these new needs and behaviours or to the
new problems that arose.
With net economy the relation between production
and consumption has been modified. It can also be said
that the latter is no longer the factor that makes the
development of economic growth more dynamic, given
that obtaining profits no longer depends exclusively on
the production and consumption of goods, but also that
new business forms are created on the basis of co-oper-
ation and partnership. It is a new phenomenon which,
in some aspects, is similar to the policy of franchises, by
which the producer establishes a common pact with a
set of licensed intermediaries, that will share the same
concern for the success of their products.
Originally, franchises were limited to sales represen-
tatives being able to use the brand in order to distribute
goods for themselves. Then, it was extended to the com-
mon project of sales outlets, to the co-participation in
the project of a unitary image, through developing pro-
motion activities and initiatives carried out in group.
In net economy, a communion of matters and the
development of a vague planning condition is deter-
mined, which tends to involve all those present in a
community. In this sense, design becomes a forma
mentis which is no longer a unique prerogative of a
restricted set of professionals, but rather it invades all
levels of society.
In a context of this type, the disciplinary tradition of
design can be a great reference model owing to its prag-
matism and the attention it devotes to practical aspects,
as well as a humanistic concern for the deepest level of
people's existential being, in short, owing to the way it
considers ethical and moral values that must be con-
stantly pursued.
It is a function and a role it must be fully aware of
and deal with creativity and the wish to invent, in order
to create a society based on development. A society in
which basic elements are no longer answers to material
demands and needs set by the limits of human condi-
tion, but impulses generated by the desire to plan,
which is what seems to distinguish human beings from
other animal species, and which may have been the
main factor for its assertion.
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